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The aim of the research is to measure how Russian tourists use Instagram and whether it 
has an influence on their decision-making process of leisure destination. Furthermore, to 
find out how tourism organisations use Instagram for business and to offer suggestions for 
their development. 
 
Theoretical research includes discussion of consumer behaviour, motives to travel, push 
and pull factors, and decision-making process.  Concept of Instagram is deeply described, 
its key features, content creation and marketing strategies.  
 
Quantitative method was used for the research. Two surveys were created to gather re-
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least every couple of hours. Instagram has an influence on target group as 30% of the re-
spondents consider it as important. On the other hand, companies have a lot of challenges 
in Instagram usage and need to get more knowledge about it. 
 
In conclusion, Instagram is a great platform to target Russian tourists, therefore companies 
should consider improving their brand awareness by doing paid advertisements and collab-
orating with influencers among tourism field. 
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1 Introduction 
Tourism is a constantly growing field and for the last couple of years international arrivals 
worldwide grew 4% - 6% (UNWTO, 2020). Travelling helps people to broaden their hori-
zons, experience new things, try new food and see the places they wanted to see by 
themselves.  Back then when Internet was not that widely used, people would go on a trip, 
take a lot of photos or videos and show them to their family and friends after the trip. Now-
adays, when internet became common and almost everyone is using it, tourists started to 
share their experiences’ through it, by posting photos and video on their social media. Ac-
cording to Emarsys, in 2019 there were 3.2 billion users which is 42% of the population on 
social media.  
 
Social media is wide and includes many apps, for example Facebook, YouTube, Twitter, 
Snapchat and Instagram. Instagram was created as a platform to share photos that is why 
it became very popular source to share moments of their lives. Users post around 80 mil-
lion photos a day. Photos posted on social media makes people motivated and eager to 
travel to different countries, to visit the place they saw online. (National Geographic, 2017) 
Many companies have noticed it and started to use Instagram as a marketing tool. Ac-
cording to Instagram statistics of 2020, more than 25 million of accounts are companies. 
This way Instagram became platform not just for fun, but also for business. 
 
There were a plenty of researches done about social media, Instagram in particular and 
marketing, however the author have not seen a research based on demographic. Being 
born and raised in Russia, the author had a big interest in researching whether Instagram 
influence Russian tourists in their destination choice process or not. Especially, because 
Russian users take a big part of the whole Instagram audience, it takes fourth place in the 
world and there are 46 million of users. (Statista, 2020). Moreover, the topic is connected 
to author’s career plans and would increase professional skills for career development in 
the tourism field. Therefore, author decided to apply gained at social media marketing and 
advertising courses knowledge to find the answer for the research question and then to 
create a guide which any tourism organisation can apply, in order to market their services 
and increase brand awareness.  
 
Russia plays a significant part in tourism business, as the number of outbound tourists in 
Russia has reached more than 19 million for per period of January – end of June 2019. 
This is number is 9% higher than in 2018 for the same period. (Matt, 2019) According to 
RMAA report, Russians spent 43 billion US dollars during their trips in 2012, this moved 
the country to the top 5 countries based on citizens’ spending. Russia kept the fifth place 
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for couple of years, however due to crisis in 2015 and 2016, it was not even in top 10.  Af-
ter the crisis, Russia raised again and was moved to 10th place in 2017, moreover in 2018 
it increased by 16% and took the 8th place. Research held by NAFI in a period of Decem-
ber 2017 and January 2018, showed that 61% of Russian tourists use Internet in order to 
plan their long-distance trips. Due to cold climate in most area of Russia, citizens are look-
ing for a warm place to travel to, they value luxury hotels, food and services. They prefer 
the staff to speak Russian (Horner S. & Swarbrooke J., 2016) 
 
1.1 Key concepts 
In this subchapter main concepts used further in the paper will be overviewed and ex-
plained.  
 
Social media is a wide area of websites and applications which were created and are 
used to share content and communicate. Most people think of social media as an app, 
however at the beginning it started with a website on computer. Due to development and 
increased number of smartphone users, social media is commonly said to be an app. 
(Hudson, M. ThebalanceSMB. 2020) 
 
Instagram is an image-sharing app with plenty of features for editing and posting both 
photos and videos. (Coles L., 2017, p. 121) According to poll uploaded on Statista in 
2020, most global users on Instagram are 18 – 35 years old. It was the second most 
downloaded app on App store in 2018 (Apple, 2018) and now there are over 1 billion ac-
tive users. (Instagram, 2020)  
 
Influencers are people who have power to control other people’s purchasing decisions 
based on their status, trustworthiness and expertise in a certain topic. Influencers on so-
cial media are users who have built close connection with their audience and was able to 
make them follow their lead, as well as trust their opinion. Influencers are creating trends 
and have a high power in affection of the audience. (InfluencerMarketingHub, 2020)  
 
1.2 Objectives and research questions 
Objectives of the thesis are to understand consumer behavior and consumer decision pro-
cess, define all the steps, and find out what motivates Russian tourists to travel and which 
factors matter the most for them in choosing a destination. Furthermore, to look at tourism 
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business through Instagram prospective and to understand what the best marketing strat-
egies and advertisements for business accounts are, to find out who the travel influencers 
are and how their opinion affects other tourists and their decisions. The purpose is to cre-
ate a guidance for anyone in the tourism field who would want to promote any destination 
on Instagram, for example, travel agencies who are selling travel packages in different 
countries or DMOs (destination marketing organizations), and would want to know how 
people choose where to travel and how can they promote their products or what kind of 
information they should have to make tourists choose their offer. Below are the identified 
research questions: 
 
- Which sources Russian tourists use to learn more about tourist destinations? 
- Which factors affects their destination choice process? 
- Does Instagram have any influence on their choice of destination? 
- How tourism companies are using Instagram features to promote their services? 
- What are the key benefits and challanges of using Instagram for them? 
 
- Where do they get the most of their clients from? 
 
- How interested tourism organisations are to work with influencers? 
 
 
 
1.3 Structure of the thesis  
The report is written in a traditionally structured way. Starting with the Introduction part 
where the overview of the topic and held research are presented. Definitions of key con-
cepts are also described in chapter 1. Followed by theoretical part divided into 2 chapters. 
Chapter 2 includes information about consumer behaviour, motivation, overview of push 
and pull factors affecting traveller’s decision-making process, and chapter 3 describes 
concepts of Instagram, marketing strategies, content creation and travel influencers.  
 
Continuing with chapter 4 where the research process, methods, creation of surveys, as 
well as analysis of the received data are described. Followed by the result section where 
the results and summary with key suggestions are presented.    
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2 Consumer behaviour  
Consumer behavior plays a key role in destination marketing and development. Under-
standing of what exactly makes customers to decide to purchase some products or ser-
vices affects marketing strategies companies use. Consumer behavior is frequently 
changing due to internal and external factors, that’s why it is crucial to be constantly moni-
toring your customers’ needs and desires. Booking a trip requires a bigger budget and 
more time, than just doing groceries or buying some clothes, therefore customers usually 
take their time and analyze a lot of offers before deciding. Companies should analyze their 
customers’ needs and be able to fulfill them. (Swarbrooke & Horner, 2007.)  
 
The model below was presented by Hudson (2008), these seven factors tend to be the 
most influencing consumer’s behaviour. The most important one believed to be motiva-
tions. All seven factors will be discussed in this chapter.   
 
 
Figure 1. Factors influencing consumer behavior. (Hudson 2008) 
 
Motivation is the strong power that makes people to do some actions, therefore it is crucial 
to understand tourists’ motivations to travel, choose a certain destination, hotel or service. 
According to Hudson, needs are the key to motivation and in order to understand people’s 
motivations, firstly you should understand their needs. The first model of human needs 
showed in the figure 2, it was invented by Maslow in 1943 and still stays the most rele-
vant.  
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The model presents the hierarchy of needs, first one being the most crutial and the last 
one being the least needed for a human being. Once first need is fullfilled, motivators are 
changed in accordince with the next one. Nowadays, most of the needs from the model 
are automatically fullfilled, therefore the most important need seem to be the self-
actualization  which stands for self-fullfillment. (Hudson S. & L., 2017) This means that 
people want to develop further, learn more and this is what could be their primary 
motivator for actions now.  
 
 
Figure 2. Maslow’s hierarchy of needs. (Maslow, 1943.) 
 
Culture is what builds people’s behaviour, it is what cause how we live, behave, communi-
cate within the society. Culture is what sets certain norms and beliefs which affect peo-
ple’s reaction on different situations and their self-image. This will be further discussed on 
the example of Russian tourists.  
 
Most tourism products and services are segmented by age. There are different genera-
tions and all of them have different behaviours and tends, therefore travel suppliers usu-
ally target a specific generation or age category and design their products mostly to them. 
In some societies, there is also segmentation based on gender. According to Hudson, 
nowadays more women are taking business trips than before, and they tend to be more 
demanding towards high-quality services and products than males.    
 
Social class still seems to be one of the most influencing factors. It is based on wealth, in-
come and the position a person occupies. It is believed that people from different social 
classes have different needs and motivations. For example, people from higher social 
classes tend to travel more and to choose high-quality services.  (Hudson S. and L., 2007) 
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 Lifestyle is based on how people spend their time, money and energy. It is widely used by 
marketers, as well as psychographics which are based on people’s activities, interests 
and opinions. The VALS system is the best-know method to categorize people according 
to their lifestyle. It includes eight types: innovators, thinkers, achievers, experiencers, be-
lievers, strivers, makers, and survivors. (Hudson, 2008) This system helps to understand 
customers’ behavior more deeply.  
 
Tourists’ decision process, needs and choices tend to change during their life cycle. Peo-
ple change all the time and their travel habits change with them. For example, a solo trav-
eler would choose a different type of travel than a family traveler.  
 
Reference groups are groups of well-educated and experienced people, who share their 
experience and values with those who are less educated. This influences a volunteer 
trends, when experienced travelers want to spend their holidays by helping others. (Hud-
son, 2008)  
 
Another similar model was presented by Dixit (2017), consumer purchase decision pro-
cess is influenced by internal, external and situational factors, as well as marketing mix in-
fluences. Internal influences refer to customer’s personal values, needs and expectations. 
People that surround a customer, e.g. family, friends and relatives, society, and cultural 
values and beliefs are the external factors and have a huge influence on customer’s deci-
sions. (Dixit, 2017, 9.) Situational factors are not about the product, but rather about con-
sumer’s mood or time he/she has. 
 
Marketing mix consists of four elements: Product, Price, Place and Promotion. There are 
two main strategies on promoting the product, first one is head-to-head and stands for 
competition with the same product, another one is to present your product in a smaller 
market where other products differ from yours.  (Dixit, 2017) 
 
Price has a big influence on customer’s behavior, because from their point of view the 
price shows value and quality of the product. Therefore, expectations of customers are in-
fluenced by price. Place where to market and sell the product is chosen according to num-
ber of consumers, their decision-making process, quantity of products expected to be 
sold, its value to customers and cost of marketing channels and competition on the mar-
ket. (Dixit, 2017) 
 
Promotion of the product can be done by advertising, which is any paid way of presenting 
the product, by personal selling which is the seller-buyer way of communication, by public 
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relations which has influence on customer’s emotions and values, by sales promotions 
which are used to increase customer’s interest in the product by performing a short-term 
campaign, by marketing directly which refers to face-to-face, email, phone, catalogue and 
online marketing. (Dixit, 2017, 10.) 
 
Figure 3. Overview of consumer behavior. (Dixit 2017.) 
 
In this part of the chapter we looked at different consumer behavior models, and hierarchy 
of needs. What is motivation and how people get motivated will be discussed further in 
subchapter 2.1. 
2.1 Motivation to travel  
According to Swarbrooke and Horner, this topic is not fully explored, even though there 
are a lot of theories and different models, they are rather based on theory than a proper 
research. Factors which motivate people to travel are different for every tourism product, 
tourist’s characteristics and  the situation.  
 
The figure below shows six factors that have influence and motivates a tourist to purchase 
a particular product. Some tourists decide to visit a quiet place to get relaxation or improve 
their health, this is based on physical factor. Then some people would base their choice 
on their own development need to be able to explore and learn something new.  
(Swarbrooke & Horner 2007, 54.)  
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Figure 4. A typology of motivators in tourism. (Swarbrooke & Horner 2007, 54.) 
 
Every tourist is an individual, therefore motivators are different for every one of them. 
They are based on different factors such as tourist’s personality, lifestyle, past travel expe-
rience, their past life memorable moments, their expectations about their own strengths 
and weaknesses and the way they want other people see them. All those factors can vary 
during the lifetime. No tourist is affected by just one motivational factor, it is always a com-
bination of different factors. (Swarbrooke & Horner 2007, 55.) 
 
 
2.2 Push and Pull factors 
The push and pull factors theory was presented by Dann 1977. Dann believed that there 
are only two main factors which makes people travel. One called push factor is the one 
which make tourist leave their place of residence, another is called pull factor and it is 
what makes tourists to decide where exactly to go.  
 
Later Crompton (1979) agreed with Dann, however suggested nine motives for travelling. 
Seven of them were social - psychological: leaving the place of residence, eager to expe-
rience something new and self-development, relaxation, self-status, regression, relation-
ships and facilitation of social interaction. Two of them were cultural: novelty and educa-
tion. 
 
Most push factors are individual’s needs and desires, such as the desire for escape, rest 
and relaxation, prestige, health and fitness, adventure and social interaction. Pull factors 
are the attractiveness of a destination, including beaches, recreation facilities and cultural 
attractions (Uysal and Jurowski, 1996). Usually pull factors are analysed by 3A analysis, 
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which refers to accessibility, attractions and amenities. Accessibility of the destination 
should be easy, for example direct flights, convenient arrival and departure time and no 
transfers. Attractions are crucial in building customer’s satisfied experience, for example 
nice beaches, museums, beautiful parks, unique attractions.  Moreover, amenities are 
what creates the comfortable trip, luxury and comfortable accommodation, unique restau-
rants, shopping and many others. Besides 3A, there are other factors attracting people, 
such as promotion online, no visa requirements, price level and safety of the place.    
 
2.3 Decision-making process 
Decision-making is a complex process which is affected and changed by different situa-
tions and factors. According to Howard and Sheth (1969), there are three stages of con-
sumer’s commitment depending on the situation.  
 
First one is extended problem-solving, at this stage consumer does a long research and 
compares different offers. Usually this happens when planning a long-haul holiday. Sec-
ond one is limited problem-solving, at this level consumer already have some experience 
and knowledge and does a little research. Third one is habitual problem-solving, during 
this stage consumers make a purchase based on their previous experience and well-
known brand name or offer. (Hudson S. & L., 2017) 
 
Roles which customers play have also a crucial influence on decision-making process. It 
is believed that there are five such roles. (Engel Blackwell and Miniard, 1990) 
 
1. Initiator is a person who starts the whole planning and purchasing process.  
2. Influencer is a person who sets the preferences and expectations of future pur-
chase. This could be not just one person, but a group of friends or relatives.  
3. Decider is someone who has the final saying based on who has the higher status 
within a group and who owns the budget.  
4. Buyer is a person who does the purchase and goes to travel agents. 
5. User is the person who goes on the trip.  
 
It is believed that tourism purchasing process is not much different from any other product 
purchasing. There are six stages showed in the figure below which a consumer is going 
through on the way to the actual purchase. (Hudson 2008) 
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Figure 5. The Consumer Buying process. (Hudson 2008) 
 
Consumer starts the process at the awareness stage, where he usually gets information 
through WOM, search engines or advertisements. The next stage is information search 
and refers to discussed above levels of commitment based on situations. This evolves into 
the attitude development, when customer gets a new view on product or a little change on 
already existing attitude. At the next stage, a customer will compare different offers or 
products and evaluate which one to choose based on friends or relative’s advice, reviews 
etc. After this, consumer will finally make the purchase and move to post-purchase behav-
ior stage, where the consumer’s satisfaction will decide whether he/she may purchase the 
product or service again. (Hudson 2008) 
 
Nowadays, everyone knows how to use different technologies, especially kids who were 
born after 2010 and are called Gen Alpha. According to Expedia Group research, the 
biggest influence on the destination have travel review sites and online agencies – 63%, 
then 46% are for both family, friends recommendtions and search engines. 43% say that 
Young children have influence on their family trip destination choice and 35% say social 
media influence their decisions as well.  
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Figure 6. Family travel decisions statistic. (Expedia Group, 2019). 
 
 
3 Instagram 
For the last couple of years social media has grown dramatically, the number of users is 
growing every day and have reached more than 1 billion monthly active users on Insta-
gram alone. (Instagram, 2020) Now using social media seem as usual as any other rou-
tine we have. Instagram is a free app, mostly used on smartphones, where people can 
share their photos, post videos and communicate with others.  
 
Instagram started as a social media where you could just share pictures with your friends, 
however since then it has grown and developed dramatically. Nowadays, there are a lot of 
features which users can use to create content and communicate with his/her audience. 
Moreover, it developed into business platform, as it is even possible to do advertisements 
and different campaigns there. At the beginning, most of users were doing life-style con-
tent, however now there are a lot of different categories such as: Business, Fashion, 
Beauty, Medicine, Education and Tourism. 
 
Instagram is a great source for all tourism organisations, including hotels, restaurants and 
resorts. Most people enjoy taking pictures during their trips and later share it with family 
and friends, due to Instagram it is possible to do it right away and not to wait for the mo-
ment you get home.  
 
Moreover, possibility of using hashtags, locations search and other features for searching 
made it easier for people to use Instagram when planning their holidays. Therefore, tour-
ism organisations and DMOs should use it to promote their services and products. In this 
chapter the concept of Instagram, its key features, marketing strategies and the content 
creation are discussed. 
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3.1 Instagram key features 
Instagram has a lot of features that general users and businesses can use, such as sto-
ries, hashtags, location and IGTV. There are only three ways where you can post on In-
stagram, those are feed, stories and IGTV. In this chapter, the most used features will be 
described.  
 
At the beginning when Instagram was just launched, the only place where users could 
post a picture was feed. Then every post in the feed was showed in a chronological order, 
now the order of posts depends on different rules and factors, for example if content seem 
interesting, according to amount of comments and likes, then it will be showed to a bigger 
number of users. Although, if it does not tend to be engaging, then Instagram supposes 
that this is not good content and doesn’t show it that much. (Jason Miles, 2019). 
 
When posting a picture it is possible to add location at the top of it, this allows other users 
to see where it was taken and check other pictures at the same location by clicking on it. 
Based on Social report, posts with tagged location get 79% higher engagement rate, than 
posts without it. Furthermore, users can tag other users, then those who have been 
tagged get notification and can either leave it as it is or delete themselves from the post. 
In the description section users are allowed to write something or add hashtags.  
 
Hashtags are used in many popular social media such as Facebook, YouTube and Twit-
ter. Instagram has it too, hashtags are used to mark a post with a specific word or mixture 
of words, which users can use to find similar posts. There you can see top posts which 
have higher level of engagement, and recent posts which are added in a chronological or-
der. Due to appearance of Stories, there are also showed stories posted with this hashtag. 
Moreover, Instagram algorithm shows related hashtags. According to Later and Hubspot, 
adding at least one hashtag to a post, increases engagement rate up to 12.6%, however 
having more than 6 hashtags can decrease the engagement. (Hubspot, 2019)  
The most popular hashtags are not the most engaging, on the contrary it can cause de-
creasing of views, because popular hashtags are used by too many users and your post 
might just be lost around them.  
Now many companies use unique hashtags and it is considered to be a good way to pro-
mote products or engage with audience. (Jason Miles, 2019). For example, as showed in 
the figure 6, Statravel came up with this unique personalized #StartTheAdventure which 
their followers can use and then be featured on Statravel page.  
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Figure 7. Personalized hashtag example on Statravel. Instagram App. 
 
Instagram launched Stories in 2016 and two years after it had more than 400 million users 
per day (Jason Miles, 2019). Stories can be used to post a picture, a link, a video or 
boomerang, however the primer difference with a normal post in feed is that Stories can 
be seen only within 24h after it was posted. Although, later Instagram added another func-
tionality to Stories and now it can be saved as Highlights on your profile page. This is 
widely used to create and save highlights permanently based on different topics. Screen-
shot below shows saved highlights, as it is showed in figure 7 down below. 
 
 
Figure 8. Highlights example on National Geographic. Instagram App. 
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Later, in 2018 Instagram launched one more feature which is called IGTV. This was cre-
ated in order to allow users to post videos longer than 15 sec, as well as to be able to skip 
and pause the video. Small accounts can post videos up to 10 mins and big verified ac-
counts can post videos up to 60 min. (Jason Miles, 2019).  
 
 
Figure 9. IGTV example on National Geographic. Instagram App.  
 
3.2 Travel segment of Instagram 
Traveling takes a big part of Instagram, according to Facebook research, 38% of active 
users on Instagram use the app to look at travel photos and videos from brands and 
influencers. On Instagram, #Travel has over 490 million posts, other most popular are 
#travelphotography and #travelgram with more than 115 million posts. (Instagram app, 
May 2020). 
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Figure 10. Travel hashtags. Instagram App. 
 
As many new pictures are being uploaded every minute, Instagram is a great source of 
inspiration for many tourists. When planning a trip, users can look at beautiful pictures on 
Instagram and get an idea of what the destination is like. Sometimes, users just want to 
see the real pictures of the place and not perfect retushed photos taken by a proffesional. 
Many travel related profiles are not just posting a picture, but also writting in the 
descrption section some useful information or lifehacks about the destination. This way a 
tourist can save those posts and use the information given by brands or other users.   
3.3 Marketing and content creation for business accounts 
Nowadays, over 25 million of business accounts exist on Instagram and it is seen as an 
efficient and crucial platform to advertise products, because more than 200 million users 
visit at least one business profile per day. (Instagram, 2020) Moreover, pictures posted on 
Instagram get 23% more engagement, than if it was posted on Facebook. (Busi-
nessofApps) 
  
Succesful marketing starts with basics, such as a profile name and a logo of the account. 
It has to be clear, rather short, meaningful and catchy in order to be easily memorised. 
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(Jason Miles, 2019).  Bio of your profile is crucial as it is usually the first area that a user 
sees, therefore it should be outstanding and have a clear message what your company is 
about and what it can offer. Moreover, it is a good idea to add company’s branded 
hashtag.  
 
3.3.1 Content creation.  
 
First of all, the feed should be catchy and cohesive, as according to Forbes 65% of people 
are visual learners. The purpose of that is to make users get interested and have a good 
first-impression. There are different types of content that companies can do, the most 
common one is just a picture. Below are other types with examples based on articles on 
Hubspot by Alicia Collins, Skedsocial by Seema Nayak and author’s own observation: 
 
1. Behind the scene. This pictures or videos should show the process of creation of 
a product or a service. This are the posts that companies usually do not do. For 
example, Airbaltic uses this type of posts freaquintly by showing their employees 
at work. It is also possible to repost employees’ posts related to work by 
mentioning and tagging them, this is also what Airbaltic does.  
 
Figure 11. Behind the scene example on Airbaltic. Instagram App. 
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Figure 12. Behind the scene example on Airbaltic. Instagram App. 
 
2. User-Generated. Very similar to the first type, it is a post which was done by a 
customer using the product or service and reposted by a company. Crucial is that 
the company should make sure the author is tagged and mentioned when sharing.  
This way, a company shows that they really care about their customers and their 
opinion. As an example, @astarte_suites have posted this picture of guests enjoy-
ing breakfast at their restaurant.  
 
  
18 
 
Figure 13. User – generated content example on astarte suites. Instagram App. 
 
 
3. Humor. Business is usually considered as no place for fun, that is why when a 
company post something funny, customers get interested and it increases the  
eengagement. Kayak is a good example of that.  
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Figure 14. Humor content example on KAYAK. Instagram App. 
 
4. Stories answering FAQs. Customers might have a lot of questions about a 
service or a product and they do, most likely they would send you a personal 
message. As questions are repeating, it is way more efficient to answer once and 
for all, and instead of writing it, which some customers would not even read, some 
companies use videos on stories. The whole idea is that customers can leave their 
questions in a special box, then a company’s representer answers questions by 
talking. Figure below shows the example by VisitCopenhagen. 
  
20 
 
Figure 15. Stories example on Visit Copenhagen. Instagram App. 
 
 
5. Quizzes on Stories. Many companies are using different strategies to engage 
their audience, appearance of Stories have brought a lot of ideas to marketing 
specialists. Everyone likes to spend some time to play and do something fun, 
therefore companies can try to use games in Stories. For example quizzes, Qata-
rairways shows several pictures of a certain city and then asks their followers to 
guess what this city is. This can be also turned into a contest with prizes.   
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Figures 16 & 17. Quizzes example on Qatarairways. Instagram App. 
 
 
6. Storytelling. Storytelling is widely used in marketing, on Instagram it can be done 
by posting short videos that captures the customer right away and shows key of-
fers. Discoversoneva is a great example of that, they post many short videos that 
each has a story to tell, as in example below in just 15 sec a customer can see 
what the place is like, what activities there are and also see the main message of 
“sending you love” which represents how the company cares about their custom-
ers.  
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Figure 18. Storytelling example on Discoversoneva. Instagram App. 
 
7. IGTV. Similar to storytelling but allows a company to film and post a longer video. 
This way companies can make clips and show and talk about their services or 
products more detailed. Moreover, since tourism is not only about the destination 
itself, companies can make and post videos about almost anything. For example, 
greek travel agency Mouzenidis post videos related to Greece, leisure, healthy life 
and travel. On IGTV, they have cooking tutorials, greek language lessons, history 
of Greece and many others. 
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Figure 19. IGTV examples on Mouzenidis travel. Instagram App. 
 
 
8. Influencers. This posts are usually including an influencer using or experiencing a 
company’s product or service. This is a good way to promote company’s services 
and widen the audience. Figure below, shows how RafflesMaldives uses it. 
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Figure 20. Influencers content example on Rafflesmaldives. Instagram App. 
 
This are some of the examples of good and efficient content ideas which tourism 
companies can use to improve their social media presence. In the next subchapet, the 
author talks about markeing triggers and strategies used on Instagram.  
 
3.3.2 Instagram marketing, paid advertisements and influencers 
According to Jason Miles, there are 12 common triggers on Instagram that make people 
buy. All of those triggers are not something unique and hard to understand, on the con-
trary they are very obvious. However, the biggest challenge is to implement it in a way 
that it works.  
 
1. Love. “Love” sign is common for Instagram, as it is used to like a picture or com-
ment instead of thumb up as on Facebook. People constantly love something, 
therefore it is important to figure out what they love and create the content that fits 
your company and customer’s love. 
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2. Desire. Everyone has different desires, would it be to have something, to meet 
someone or any other, a company should understand customer’s desires and find 
a way to fulfill it with their products.  
 
 
3. Involvement or ownership. The goal of most marketing strategies are to create 
such a strong customer’s engagement towards the company that customers will 
feel as they have influence on company’s success and would want to spread a 
word about the brand.  
 
4. Justifying the purchase. This means that customers should have a good excuse 
for a purchase in order to decide to make a purchase during the decision-making 
process. It could be a coupon, only 24h offer or buy 1 get 2 kind of offers. This is 
very easy to make on Instagram stories.   
 
 
5. Desire to belong. People do not want to feel left out, therefore it is a strong trigger 
that can be used on Instagram. 
 
6. Desire to collect. A lot of people like to collect good experiences, such as hobby, 
food or travel related experiences and brand’s just need to think about what they 
can suggest. 
 
7. Curiosity. This is a very strong emotional trigger that drives people to make a pur-
chase. Companies should post pictures that leave customers wonder what the 
product is like. 
 
8. Storytelling. Instagram is a perfect platform for storytelling as it has many fea-
tures that can help to engage customers and make your story about the product or 
service fun and get people’s attention. 
 
9.  Greed. This is what motivates people to bargain or to make a purchase when 
there is a sale. Greed is a powerful trigger that can make people act.  
 
10. Urgency. People get a sense of urgency when they get a limited time offer, this 
can be easily done on Instagram by setting a timer on Instagram Stories and ones 
the time is out, the deal is off.  
 
11. Instant gratification. Impulsive purchases are the biggest part of most compa-
nies’ profit. When a customer decide to buy something, he/she wants it right away 
and instant gratification can be a trigger then.  
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12. Exclusivity. Most of people want to obtain something new and unique, which is 
why launching limited edition products is such a popular strategy.  
 
 
Holding a contest can be a great way to increase engagement and get more clients by 
specifying the rules when customers have to follow company’s page, like the post and 
leave a comment. According to tailwind research, accounts that hold contests grow 70% 
faster, than those that do not.  
 
 
Figure 21. Follower Growth, Tailwind 2017. 
 
The prize can be anything, some companies prefer to offer coupons but according to Ja-
son Miles, it is better to offer a free product or service. The reason is that this way a com-
pany shows that the item does not worth that much and customers get addicted to the 
coupon system and end up waiting for it all the time. There are different types of contests 
exist on Instagram and marketers are comping up with new ideas all the time, therefore it 
is crucial to search for the newest and the most efficient at the time when you want to ar-
range it. Below are some of the ideas (Hootsuit): 
 
1. Follow, like and leave a comment is the most common and easy to do contest.  
 
2.  Photo caption. It is a fun way to interact with your audience, a company just need 
to post a funny or unusual picture and ask followers to write their version of the 
caption in the comments.  
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3. Tag a friend. This is a good strategy if you want to gain more followers, because 
when you ask your followers to tag couple of friends, all of those tagged people will 
get notification and check your page.  
 
4. Instagram stories contest. If you want to make something unusual, you can do 
contests using stories. Many users prefer to watch stories than feed, therefore 
most likely you will get a good engagement. It is possible to do quizzes, polls and 
shares through stories.  
 
5. User-generated content contest. Here you could ask your customers to take a pic-
ture related to your service or with the product itself, say what they think about it 
and share on their feed or stories. This way you can see what they think about 
your product and get new followers. 
     
It is up to the brand to choose which marketing strategy to use, the information given 
above can help them to see different ways and choose the best.  Further the author con-
tinue to talk about paid advertisement and influencers.  
 
Until couple of years ago, the consept of influencers was not even that common to most 
people, however since then influencer marketing has grown by over 48%. (Klear)  
Influencers are the quick and rather easy way to gain customers’ support and widen the 
aaudience. It is a connection between a brand and a customer, who trust the influencer 
and therefore, there is a high chance it will trust to the brand too. However, it is not 
enough to just choose profiles with the biggest audience, some part of their audience 
could be fake accounts, for example, and would not benefit a company. Therefore, it is 
crucial to find out your target audience and have it in common with the influencer you 
choose to achieve a better goal. (Hubspot, 2019) 
 
According to Hubspot’s report, it is better to work with nano-influencers who have around 
5k followers, because their accounts do not look as perfect  as those who have millions of 
followers and that what makes them to be seemed as not some famous people, but rather 
friends.  Moreover, such accounts have a higher engagement rate and they are more 
accessible for companies.  
 
Following are the four steps of influence marketing by Aaron Levin (2019): 
 
1. Marketing objective, target audience and definition of success. 
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This is a first step a company should take if they decided to do influence marketing. If a 
company wants to do a successful advertisement, it is crucial every campaign has a spe-
cific objective. The objective should be clear and aligned with the company’s main goal.  
Then, it is time to think who your target audience is by creating a list of characteristics 
such as gender, age, location, interests and etc. This will help you to understand influenc-
ers with what target audience you need. After that, to be able to analyze whether the cam-
paign was successful or not, you should have a definition of what you expect to have.  
Here a company can either use S.M.A.R.T method by George T. Doran in 1981, which 
stands for Specific, Measurable, Achievable, Realistic and Timed, or the table developed 
by Aaron Levin: 
 
 
Figure 22. The four campaign types. (Aaron Levin, 2019). 
 
This way if a company wants to increase awareness, then they should measure the suc-
cess by brand lift, reach in total and eCPM (effective cost per 1,000 people). Their primary 
platform would be Instagram and the cost of their campaign would be calculated by the 
expected audience reach. 
 
 
 
2. The right campaign strategy.  
 
There are many campaigns that companies can do on Instagram. For example,  
- Stories, which get high engagement and views. 
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- Photo advertisement, which is the oldest and easiest to make, but yet good too. 
- Video, this is effective and popular way of advertisement.  
- Carousel, this way it is possible to add pieces of the whole picture, creating a vis-
ual illusion. 
- Advertisement in Explore, this is the place where users go to look for new ac-
counts and posts, this is also convenient because Instagram uses already existed 
posts on a company’s feed.  
 
After looking at all the types of campaigns, their strengths and weaknesses, a company 
should decide on 2 to 5 campaign strategies. 
 
3. Creativity, creators, and the content. 
During this step a company should come up with an idea of the campaign by thinking what 
are the trends, what can connect them with customers and be meaningful. Then it is time 
to choose an influencer by analyzing their location, type of account, values, audience and 
number of posts.  
 
4. Budget, targets, media planning. 
This is the final step of influencer marketing and it is when a company should decide on a 
budget, targets and KPI that are needed to meet the goal. To do so, the company should 
go back to step 1 and count unit costs, then combine it with number of post/campaigns to 
get the overall.   
 
All these steps can be used by companies to try and use paid advertisement and collabo-
rate with influencers without big risks of losing budget or wasting time.  If a company de-
cides to do paid advertisements, there are three ways to purchase it: within the app by 
promoting a specific post a company have shared, on ads manager which uses same 
campaign tools as Facebook and available both on computers and smartphones, the ex-
ample is showed in figure 23, and the last way to get paid ads is through Instagram part-
ners who would do the whole process for the company. (Instagram, 2020) 
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Figure 23. Ads manager. (Instagram, 2020). 
 
When doing paid advertisings a company can target whoever they want by specifiying 
location, gender, age, hobbies and their behaviour outside the app as well. Instagram 
even offers automated targeting, which is based on account’s current followers’ 
information mentioned above. (Instagram, 2020) Instagram offeres four simple steps to 
start advertising. It all starts with creation of the page, then continues with adjustment of 
the advertisement which includes selection of the objective, for example brand 
awareness, engagements or sales. When selecting a target audience brands should make 
sure to look at audience size and potential reach number, it is showed in figure 24. The 
target audience should not be too broad, neither should it be too specific, it should 
preferably stay in the green zone. 
 
  
Figure 24. Audience size. Instagram advertisement tool.  
 
After everything it set, the advertisement is ready to be published. (Instagram advertising, 
2020)  
 
Paid advertisements should be analysed regularly in order to  adjust setting for a better 
result. (Whitney, M. 2019.  WordStream)  This can be done by going to account’s settings 
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and checking Insights. According to  Quintly, these are the metrics which business users 
can keep track of: 
 
1. Interactions, simply put these are the actions taken on the advertisement.  
 
2. Website visits, how many times users clicked on website link in the bio of 
company’s account. 
 
3. Profile visits, the amount of users who visited the page.  
 
4. Reach, how many users saw the advertisement. 
 
5. Mentions, number of times the page was mentioned by other users. 
 
 
Above are the key metrics which companies should check to evaluate success of the 
advertisement campaign. However, as the business grow its audience might change, 
therefore would change settings for the campaignes, for example age and gender. 
Figure 25 shows how these analytics look like on business pages. 
 
  
Figure 25. Audience analytics. Instagram app.  
 
In this chapter, the author deeply explained how to implement Instagram into business 
and showed several examples. The next chapter focuses on research process and 
analysis of the data received.  
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4 Research methodology  
Research is an investigation taken in order to gain required knowledge about some topic. 
The researcher should obtain deep knowledge of different research methods and use the 
one that is the most suitable in a certain situation based on their characteristics. (P. Brunt, 
S. Horner & N. Semley, 2017). The research should meet specific criterias to be called 
successful, according to J. H. Fox they are the following: 
 
1. The purpose should be clearly identified. 
 
2. The process of the research should be well explained, in order for another 
researcher to be able to repeat the same study. 
 
3. The research should be designed in a way that it will lead to reliable results. 
 
4. The data should be analyzed by appropriate tools and methods.  
 
5. The conclutions should be reliable and valid. 
 
 
This chapter discusses both quantitative and qualitative methods. Then the explanation of 
why quantitative method was used is given. Moreover, the process of research path and 
target group chosen for the research are discussed.   
 
4.1 Quantitative and qualitative research methods 
Quantitative research methods are used to collect a big amount of data and analyse it in 
graphics or numbers. Methods are usually used to gather data from a big part of 
population and present it as statistics. (Kothari, C.R. 2004) Quantitative research methods 
are often done in a way of surveys. Questionnaires are usually structured and have clear 
concrete questions organized logically. (P. Brunt, S. Horner & N. Semley, 2017) 
Quantitative methods are not as flexible as qualitative, the proccess of gathering data and 
analysis are done by standart and this leads to generalised results. (John Kuada, 2012. 
p.104) There are also closed or open-ended questions exist, closed questions require a 
short answer, on the contrarery open-ended questions do not have any answer prepared 
and allow a longer answers. (P. Brunt, S. Horner & N. Semley, 2017)  
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Qualitative methods are used to collect opinions on some topic or reasons for a specific 
behaviour, for example. (Kothari, C.R. 2004) It includes different methods, such as 
observation, in-depth interview and focus groups. Those methods can help to get a better 
understanding of the topic, as participants are allowed to discuss it freely. Focus group is 
usually used if a company wants to implement a new product or go international, and they 
want to know what their target group would think, because then the researcher picks 
around 12 people of a specific background, who do not know each other, and let them 
discuss the product whiles asking probing questions to keep the discussion going. This 
can bring a lot of insights about the topic. (John Kuada, 2012. p.93 - 94) During the 
interviews are usually used unstructed questionnaires, because then respondents do not 
have to keep their answers short and the researcher can adjustify the interview according 
to the discussion. (P. Brunt, S. Horner & N. Semley, 2017) Coding and categorizing is the 
most suitable way to analyse qualitative data. (Uwe F., 2018) 
4.2 Selected research methods and analysis 
The author decided to use quantitative research method to get required answers for the 
research questions as the data was supposed to be measured in numerical way. Among 
different types of quantitative methods, there was survey performed, because there was a 
need for concrete data among the big amount of people.  
 
Survey is a convenient and easy way to perform a research, because it can be created 
online for free and distributed on social media or email. People are more eager to do sur-
veys online, because then they can do it during their free time. (John Kuada, 2012 p. 111) 
The first survey was meant to measure how often Russian tourists travel, which content is 
the most helpful when planning a trip and how important influencers’ opinion are to them. 
The survey was distributed on Instagram and responses were received in a more efficient 
way based on the research specific.  
 
There was another survey prepared for tourism organisations in order to find out how they 
use Instagram, what are the challenges and benefits. The author planned to do face-to-
face interviews to get a more reliable data, however due to coronavirus situation it could 
not be performed and had effect on the research. Therefore, the author decided to use the 
same method due to lack of time.  
 
The analysation of data received through online survey is easy due to different online 
tools, the author used Google forms, therefore all the responses were saved there auto-
matically and based on answers there were graphics and polls created.  
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4.3 Target group for the data collection 
Target group for the research was Instagram users between 18 – 40 years old who live in 
Russia. This age group was chosen based on Instagram users’ age statistic published in 
April, 2020 (Figure 26). According to the Statista, the biggest part of Instagram users is in 
the age groups between 18 – 24 and 25 - 35, however age group 35 – 40 also takes a big 
part, therefore author decided to have a target group 18 – 40.  These age groups are also 
called Gen Z and Gen Y or Millennials. There is no official dates of the beginning and the 
end of generations, as different resources give different years. However, author decided 
to stick to the information given at Expedia Group report of 2018, therefore Gen Z people 
are now 18 – 25 and Gen Y are 26 – 40 years old. Gen Z is the largest generation by 
2020 and spend 50% of their time on social media. Moreover, both Gen Z and Millennials’ 
have similar travel tendency. Both of generations showed interest in experiences (Expedia 
Group, 2018).   
 
Figure 26. Distribution of Instagram users by age worldwide. Statista, April 2020. 
4.4 Data collection process 
Every research should start with a plan, otherwise the researcher will not know how to do 
it and what results should be received. There are several stages in the planning process: 
definition of research questions, information needed, identification of goals, creation of 
research, data collection, analysis of data received and presentation.(P. Brunt, S. Horner 
& N. Semley, 2017) The author planed thesis’s research process according to these 
stages. Firstly, there were research questions identified for both surveys: 
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- Which sources Russian tourists use to learn more about tourist destinations? 
- Which factors affects their destination choice process? 
- Does Instagram have any influence of their choice of destination? 
- How tourism companies are using Instagram features to promote their services? 
- What are the key benefits and challanges of using Instagram for them? 
 
- Where do they get the most of their clients from? 
 
- How interested tourism organisations are to work with influencers? 
 
 
After this, there was theoretical study done to obtain the information needed and related to 
the research topic. During the next step, objectives of the research were identified, they 
are explained in chapter 1 of the thesis. Continuing with the research plan, the author 
created two surveys through Google forms. One was meant for Instagram users and an-
other for tourism companies, according to the research objectives and questions. Both 
surveys were in English and in Russian languages.  
 
The first survey had 20 questions, including general information such as gender, age and 
country of residence, then questions about travel behaviour and the last part was related 
to Instagram. This survey was spread on Instagram, before that the account’s insight 
about gender and location of followers was checked according with the target group. The 
survey received 166 responses. Participants were informed about the topic of the re-
search, also that the survey is done anonymously and the statistical data will be used in 
the thesis.  
 
Survey for companies had 12 questions and could be done anonymously if preferred so. 
All the questions were related to Instagram and how companies use it. Then it also had 
two opened questions and there was a possibility of leaving participant’s own answer in 
several questions as well. This survey was distributed by email, there were 55 emails sent 
and there were 8 responses received. The author contacted travel agencies and DMOs 
mostly.  
 
Trustworthiness of the research is discussed in the next subchapter. 
 
4.5 Reliability and Validity  
There are two factors that can examine the effectiveness of the research: reliability and 
validity. Reliability measures whether the same results can be received if another person 
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would repeat the same research process. The more consistent the received data is, the 
more reliable is the research. (Carmines E. G. & Zeller R. A., 1979) Author explained all 
the steps of the research process in order for other people to be able to repeat it. Surveys 
had many questions with a section for respondent’s own answer to get the most reliable 
data possible. The amount of participants was enough to make statements. Thus, the 
study can be considered as reliable. 
 
On the other hand, it is not just enough to be reliable, the research should be also valid. 
Validity of the study is measured by correlation between objectives and results received. 
(Carmines E. G. & Zeller R. A., 1979) Participants were asked to answer all the questions 
honestly and many questions had section for respondent’s own answer to increase validity 
of the research. Results received are answering research questions, therefore the re-
search is valid. 
 
The analysis of the data received is explained and presented in the next chapter, followed 
by summary and suggestions for tourism organisations. 
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5 Results 
This chapter is focused on presenting and explaining results received though online sur-
veys.  
5.1 Survey for Russian tourists results 
There were overall 166 responses, however some part of the participants was not the tar-
get group for the research. After excluding the data of those who are not living in Russia, 
there were overall 118 participants left.  
 
According to the figure below 88% of the total participants (N=118) are in the target group, 
but almost 12% are out of the target group picked for the research due to the age re-
strictions. Therefore, these data will be removed as well from the following statistics. The 
largest group is in the age group 18 – 25 and takes more than ½ of all participants, which 
is expected due to theoretical background in chapter 2, Gen Z use social media more than 
Millennials. 
 
Figure 27. Age distribution.  
 
 
After excluding those who did not fell into the target group based on age and country of 
residence, there were 104 responses left overall. As it can be seen from the figure 28, 
gender distribution is not even at all, there are around 95% of female and only less than 
5% of male respondents. Therefore, it is not possible to use gender in any statements due 
to lack of data received for males’ part. However, most of the questions will be combined 
with age group result to see if Gen Z and Gen Y have different results.  
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Figure 28. Gender distribution. 
 
Then participants were asked how often they travel outside of Russia per year, it was 
specified that only leisure trips longer than 1 week counts. The tendency is that Russians 
travel only 1 – 2 times per year, see figure 29. However, almost 7% of participants say 
they travel 3 to 5 times per year.  
 
Figure 29.  
 
The author decided to see if age has impact on how often Russian tourists travel, there-
fore figure 30 shows that both age generations have rather the same results, as both gen-
erations said they travel 1 – 2 times more than in 93%.  
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Figure 30. Age impact on how often Russian tourists travel for leisure. 
 
The table below describes who Russian tourists usually traveling with, as it was multiple 
choice question, the author had to create rather big diagram to illustrate the results. Ac-
cording to the table 1, almost the same percentage of participants of both generations 
travel with family and both family and friends. There is a higher amount of people traveling 
alone in generation Y, which is rather expected to be so due to the age. Only 1% of all the 
respondents said they do not travel abroad at all for leisure. Among people aged 18 – 25, 
there is a higher number of people who travel with friends, this is most likely because this 
is young age and most people at that age do not have their own families, except the ones 
they were born and raised in, and therefore they still can go on a trip with friends more of-
ten. 
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Table 1. Who Russian tourists usually travel with for leisure by age difference.  
 
Then participants were asked to write the country where they went for leisure last time. 
This was open-ended question, therefore author read written comments and counted 
them manually. It showed that the most popular countries were Thailand, Turkey, Spain, 
Italy, Germany and France. Moreover, domestic tourism was also one of the most com-
mon within respondents.  
 
After that participants were asked if they look for the information prior their trip, most of the 
participants answered “yes” and it made 84% of all the respondents, this was expected 
due to theoretical research and author’s own observations. Next question was meant to 
find out what made Russians to choose their last destination. It was a multiple choice 
question, as well as had section for one’s own answer, figure 31 shows part of the results. 
The full version can be found in Appendix.  Based on figure 31, almost half of overall par-
ticipants chose friends’ and family’s recommendation which makes 49%, next the most 
popular to choose was based on previous experience almost 32%. Posts on travel blogs 
and post on Instagram are third most influencing and take 25% and 19%. Other social me-
dia and TripAdvisor takes only about 8%. 
 
 
 
Figure 31. What made Russian tourists to choose their last destination.  
 
Continuing with the question on which sources Russian tourists are usually using in travel 
planning.  As it is illustrated in the figure 32, even percentage of people use Travel web-
sites and Google (60%), then travel blogs and friends’ or family’s recommendation is an-
other source of information. About 45 % of all of respondents says that they use Insta-
gram when planning a trip, only around 20% of all respondents chose travel agencies as a 
source they usually use, this is understandable as it was mentioned in chapter 2, Gen Y 
and Gen Z use their smartphones a lot, therefore it must be easier and more convenient 
for them to look for information online.  
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Figure 32. Which sources Russians use in travel planning. 
 
Then participants were asked to choose which content related to traveling they find the 
most helpful during their trip planning. This was a multiple choice question, therefore per-
centages are counted out of overall number of respondents. This way, almost the same 
number of Russian tourists prefer both pictures of the destination and reviews (72%), then 
almost half of the respondents find more valuable videos of the destination and articles. 
Stories on Instagram are the most helpful for around 35% of overall number of partici-
pants.  
 
 
Figure 33. Most helpful content for Russian tourists in trip planning.  
 
Next part of the survey consisted of questions about Instagram, how Russian tourists use 
it and what kind of content they would like to see there. It starts with a question whether a 
participant use Instagram or not. Since the survey was mostly distributed on Instagram, 
the results were rather expected, as 100% of all the participants said “yes”, it can be 
clearly seen from the figure 34 down below.  
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Figure 34. Instagram usage of Russian tourists. 
 
 
In order to know why Russians use Instagram, there was asked question about it. On this 
question respondents were allowed to choose only one option or leave their own. Most of 
the answers leaved in “other” option said “all listed above”, therefore the author counted 
them as one and summed the results. Figure 35 illustrates even division between sharing 
pictures and videos, and to look for the inspiration, both were chosen by almost 31% of 
overall respondents. A little bit less than 20% use Instagram primary to look for the infor-
mation and around 15% use it to communicate. All the above reasons have 3% of overall 
respondents.  
 
 
Figure 35. Reasons to use Instagram. 
 
Next question aimed to find out how active Russian users are on Instagram, therefore 
they were asked to specify how often they check the app. It was allowed to choose only 
one answer, however a section for “other” answer was provided. Despite on that, none of 
the participants used this section, therefore author believes that all the respondents were 
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comfortable with suggested answers. The figure 36 down below, shows that Russian us-
ers can be considered as active users, because 50% out of all the respondents said they 
go on their Instagram once every couple of hours, and almost 33% checks it even more 
frequently, which is every hour.   
 
 
Figure 36. Frequency of checking Instagram.  
 
Then the author wanted to see if there is any impact of age on the frequency. The figure 
37 down below, shows that most of answers were rather even, except for the “1 – 2 times 
per day”, it can be clearly seen that 32% out of all participants in age group 26 – 40 use 
Instagram couple times per day, this could be so due to busy schedule or family.  
 
 
Figure 37. Frequency of checking Instagram divided by age groups.  
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Following questions were created to find out how popular travel part of Instagram is 
among Russian tourists, which travel – related content they prefer to see. Figure 38 down 
below, shows that users of age group 18 – 25 have a higher percentage of following travel 
bloggers and it takes almost 75%, than users of age group 26 – 40. According to the 
chart, Millennials have basically 50% who follow and who do not.  
 
 
Figure 38. Travel bloggers followed. 
 
Then participants were asked to measure how important is for them opinion of the travel 
blogger they follow, on a scale 1 to 5. Since, not all of respondents were following travel 
bloggers, this was not the compulsory question and overall amount of answers was 81. 
 
As illustrated on figure 39 down below, most part of overall number of answered partici-
pants, say it has average influence on them. However, this was mostly chose by Gen Z as 
it can be seen from the figure 40, which is almost 43% out of all Gen Z respondents who 
answered this question. Both Gen Z and Millennials had almost the same tendency to 
choose “4” and it was around 30% out of overall respondents of both ages. Interesting that 
Millennials had a higher number of people who said travel bloggers’ opinion is very im-
portant for them, which was almost 29% out of respondents in age group 26 – 40.   
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Figure 39. Importance of travel bloggers’ opinion. 
 
 
 
Figure 40. Importance of travel bloggers’ opinion by age group.  
 
In order to be able to compare interest of Russian tourists for different categories of ac-
counts on Instagram towards travel category. This question allowed multiple choice, there-
fore participants could choose different categories, and also there was a section for 
“other” answer. According to figure 41, most of users follow family and friends (around 
82%), this was expected since Instagram started as a place to share pictures with friends 
and family, as it was talked about in chapter 2. Then almost the same results were re-
ceived for categories “Beauty” and “Education”, around 70% of respondents chose it. 
Travel is in number 5 most followed categories by Russian Instagram users, almost 61% 
of all the respondents follow travel accounts.   
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Figure 41. Popularity of different categories of accounts on Instagram. 
 
Following questions were supposed to identify how many of Russian tourists use 
hashtags and location tag to search for information on Instagram. Based on the figure 42 
there is almost even distribution among participants, half of respondents use hashtags 
and half do not. However, according to figure 43, 62% of all the respondents use location 
tags to look for something. Then the author wanted to see if those who use hashtags, also 
use location tags and the opposite, this is illustrated in figure 44 down below. It can be 
seen that those who said they do not use location tag, most of them are also not using 
hashtags (71% of the respondents who said “no”) and around 29% said they use 
hashtags, then out of those who uses location tags, 67% are also using hashtags, how-
ever almost 33% do not use hashtags whiles using location tags. Therefore, there is a 
slightly bigger chance of Russian Instagram users to use location tag than hashtags to 
search for the information. 
 
 
 
Figure 42. Usage of hashtags to search for the information. 
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Figure 43. Usage of location tag to search for the information. 
 
 
Figure 44. Comparison of hashtag and location tags usage.  
 
More than 60% of all respondents said that they found new destinations on Instagram, 
therefore author wanted to see if it was due to location tags or hashtags usage. Figure 45 
shows how usage of location tags help Russian tourists to discover new destination on In-
stagram.  As it can be seen those who do not use location tags to look for a destination 
have 50% change of finding new destination, although those who use location search, 
67% of them discovered new destination. 
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Figure 45. Location tags usage impact on discovery of new destinations by Russian users.   
 
 
Same analysis was done for hashtags and it showed that there is also 50% chance of dis-
covering new destination for those who do not use hashtags to search for the information, 
then 69% of respondents who use hashtags managed to find new destination.  
 
Figure 46. Hashtags usage impact on discovery of new destination by Russian users.  
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The final question of the survey was meant to find out which content Russian Instagram 
users prefer to see, it was the multiple choice question and had “other” answer option. 
Figure 47 illustrates that biggest part of the respondents prefer to see overview of the des-
tination and sights, then accommodation and local food chose around 69% of respond-
ents, 64% wants to see entertainments. According to the poll, it can be seen that all the 
suggested content is interesting for respondents. However, there was one “other” answer 
given and it said “helpful life hacks”, which could be another useful topic for other re-
spondents as well. 
 
Figure 47. Most preferred content related to travelling.  
 
To conclude, all the questions and open-ended answers are attached in the appendix sec-
tion. Next subchapter will be the analysis of the survey done for tourism organizations.  
5.2 Survey for tourism organizations results  
Survey was sent by email to 55 companies, there were 8 responses received. Author 
mostly contacted travel agencies and destination marketing organizations. As the survey 
was voluntary with a possibility to do it anonymously, there is no enough data to compare 
differences of travel agencies accounts on Instagram and DMOs, therefore all the results 
will be presented and analyzed as for general tourism organization. Companies from dif-
ferent countries were contacted, the fact that survey was in Russian and English made it 
easier to do. The whole purpose of the research was to see how companies use Insta-
gram, therefore no further background questions were asked and it started with Instagram 
related question right away. All of the companies were found online and checked for Insta-
gram usage, however to make sure the author added question about it, as expected 100% 
of responded companies have Instagram account. 
 
Author wanted to find out how many companies have purchased advertisements on Insta-
gram, the results illustrated in figure 48 shows that the biggest part of the respondents 
which is 62.5% have never used paid advertisements on Instagram.  
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Figure 48. Tourism organizations purchased advertisements on Instagram. 
 
Next question was connected to the above one and was aiming to learn whether organiza-
tions are collaborating with bloggers or not. In figure 49, it is showed that more than 37% 
of respondents do collaborate with influencers and 25% are planning to start, however 
37.5% do not consider it important. 
 
 
Figure 49.  Organizations collaborating with bloggers.  
 
Next two questions were open-ended, therefore author will not provide the reader with 
particular graphics. However the author have read all the responds due to not big amount 
of respondents it was easy to do, and analyzed it as a qualitative method. Full answers 
can be found in Appendix. Questions were created in order to see the key benefits and 
challenges of Instagram usage for tourism organizations. As for benefits most companies 
mention brand awareness and visibility of their brand, also that Instagram is a good way to 
promote their offers and services and more people get to see information about their des-
tinations and it creates desire to travel there. Some companies identified communication 
and connection with customers the main benefit. However, one company could not iden-
tify benefits due to lack of knowledge and experience of Instagram usage. 
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Talking about challenges, as it is said earlier not enough knowledge about Instagram and 
its marketing tools is a big challenge for most companies and they do not know how and 
what to post on feed and stories.  Another problem is lack of resources as of money or 
time, therefore companies are not able to keep posting regular and high quality content. 
Competitiveness is one more common issue, a company said the biggest challenge is to 
reach followers.   
 
Next question was aiming to find out which sources used by companies’ give them the 
most of clients. According to figure 50, 25% of respondents says that most of their clients 
came from company’s official website. Due to lack of respondents, it is not possible to cor-
rectly measure other sources, as based on results other different channels were chosen 
only by 1 company each. However, there were open-ended answers and companies say 
that they either do not know this information or their clients come from all those channels 
at the same rate. 
 
 
Figure 50. Channels which bring the most of companies’ clients.  
 
The research required to identify resources which companies use to communicate with cli-
ents, it allowed multiple choice answer. Figure 51 illustrates that resources were mostly 
personal messages it was chosen by almost 88%, another the most used ones were sto-
ries on Instagram and comment section, almost 63% of respondents chose it. One com-
pany also mentioned travel fairs face-to-face meetings.   
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Figure 51. Resources used to communicate with customers.  
 
 
Companies were asked to specify which content they produce and post on Instagram. As 
it can be seen from figure 52, all of the respondents post pictures, which was expected. 
Then short videos post 75% of respondents and Stories almost 63%, little number of com-
panies use IGTV and do live videos.  
 
 
Figure 52. Content companies post on Instagram.  
 
Next question was supposed to identify how many companies post content of Instagram 
at the specific time. Most of companies almost 63% said that they post at the specific time 
of the day, then 37% do not. 
 
Then companies were asked if they use hashtags on their posts. According to the figure 
53, all respondents use at least general hashtags. Majority of participants which is almost 
88% is using unique and personal hashtags as well.  
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Figure 53. Usage of hashtags. 
 
Final questions aimed to see if companies use location tags on their posts on Instagram. 
Based on figure 54, the majority of companies add location tags to their posts, however 
25% of the respondents do not.  
 
 
Figure 54. Location tags usage. 
 
The analysis of results received was done and explained above, in subchapter 5.3 the au-
thor will summarize all the findings about Russian tourists.  
5.3 Summary of Russian tourists preferences 
Analyzation of received results allowed the author to see Russian tourists travel prefer-
ences and Instagram usage. Author start with summary for tourists, continuing with tour-
ism organizations and finally with a list of suggestions for tourism organizations towards 
Instagram usage based on both surveys. 
 
Results from the survey for tourists showed that Russian tourists do not travel very often 
for leisure. Most travel only 1 – 2 times per year, research was done for Gen Z and Gen Y, 
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therefore this applies only to them. The difference between these two generations regard-
ing frequency of travel have not been found, according to analysis in subchapter 5.2 it is 
rather even. The most popular countries for Russians are Thailand, Turkey and European 
countries, such as Germany, Italy, Spain and France. Many participants do mostly only 
domestic travelling. 
 
Research showed that most of Russian tourists among target group travel with family or 
friends. However, there is differences between Gen Z and Gen Y in this matter, based on 
the research Millennials are travelling alone more often than Gen Z, this could be so be-
cause most part of Gen Z is still rather young. Moreover, Gen Z travel with friends more 
often than Gen Y, most likely because Gen Y have full-time jobs, different schedules and 
their own families.   
 
Based on the research, 84% of respondents look for information about future destination 
before going their trip. Most influencing in decision-making of tourists’ last trip were rec-
ommendations by family and friends and previous experience.  Around 19% of respond-
ents said Instagram made them choose a specific destination. Furthermore, research 
showed that 60% of Russian tourists use travel websites and Google when searching for 
travel related information, 45% of the respondents prefer to use Instagram. Overall, Rus-
sians use different sources. 
 
Russian tourists find different content helpful, however the most crucial are pictures and 
reviews, they were chosen by 72% of respondents. Videos (48%) and articles (44%) has 
almost the same importance among the target group. Around 35% of participants said sto-
ries are the most helpful for them. Furthermore, Russian tourists enjoy different content 
regarding traveling, 84% prefer overview of the destination, 82% want to see sights and 
69% prefer to see content about accommodation options and local food. 
 
Research showed that Gen Z and Gen Y are mostly using Instagram to share pictures, to 
look for inspiration and search for information. Moreover, Russians are active Instagram 
users, 50% of respondents check the app once every couple of hours and almost 33% 
every hour. Interesting, that 32% of Gen Y checks Instagram 1 – 2 times per day.  
 
Travel bloggers are followed by 75% of Gen Z and 50% of Gen Y, therefore this is more 
common among younger generation. According to the survey, by 43% importance of influ-
encers’ opinion was considered as average, then 30% of both Millennials and Gen Z  find 
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it rather important to them and 29% of Gen Y chose very important.  Therefore, influenc-
ers’ opinion and recommendation is the most important for Gen Y, but Gen Z fins it rather 
average.  
 
The research showed that 82% of Russian tourists follow family and friends’ accounts and 
61% follow travel accounts which put it in number 5 most followed category by the target 
group.  
 
Hashtags are used by 50% of respondents to look for information and 62% use location 
tags for this purpose. Based on the research 71% of those who do not use location, also 
do not use hashtags. 67% of those who use location tags, use hashtags as well. 33% of 
those who do not use hashtags, use locations tags to look for information. This shows a 
slightly higher tendency of using location tags. 60% of Russian tourists discovered new 
destinations on Instagram and due to cross-analysis with hashtag and location questions, 
author was able to find out that 67% of those who use location tag and 69% of those who 
use hashtags managed to find new destination. 
 
In the following subchapter, author gives suggestions and tips for tourism organizations 
regarding Instagram.   
5.4 Suggestions for tourism organizations 
Different insights were received on how tourism organizations are using Instagram, there-
fore author decided to create a table with most common challenges identified during the 
research, and ways of development. Suggestions were created in accordance with theo-
retical knowledge received during the thesis writing and author’s own opinion. 
 
 
Table of challenges and suggestions 
 
Brand awareness 
 
In order to increase brand visibility, a company should identify the purpose and values 
of their page. This will help them to share the right message to their customers accord-
ing to company’s values. Based on the research, most of companies do not use paid 
advertisement and this is their mistake. As it was talked deeply about in chapter 3, paid 
advertisement is a great way to increase brand awareness. This includes working with 
influencers, which most of companies are not considering to do, based on results. 
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Followers 
 
Companies consider Instagram rather competitive platform. It is crucial to have an out-
standing page in order to make people follow. Companies should increase their interest 
by writing a compelling bio, doing a contest or posting high quality content. This topic 
was also covered in chapter 3. 
 
 
Resources (budget) 
 
It is free to create business account on Instagram and does not require mandatory 
wastes. If there is no budget at all, author suggests to create account anyway and use 
free features such as: 
 Unique and general hashtags 
 Location tags 
 Stories 
 Interaction with customers, e.g repost them using your service or product to sto-
ries and tag them.  
 
Content could be created by anyone on the team just with a smartphone.  
 
 
Content 
 
For the content creation, author suggested a lot of examples in chapter 3. It is crucial 
companies post regular. Based on the research, Russian tourist are into stories, there-
fore companies should start using them as well. It is easy and very interactive, as there 
could be done nice and simple games, quizzes and it is a great way to communicate 
with followers by doing Q&A. 
 
 
Lack of knowledge 
 
As for the lack of knowledge, there are different options companies have. 
1. To learn by themselves, there are a lot of free sources online, and basically 
learn by doing. 
 
2. Send someone from employees’ to do social media courses. 
  
57 
 
3. Hire an expert. Instagram is a fast growing place and it created a lot of jobs op-
tions for different people. Therefore, there are many people who could do the job 
for the company. 
 
 
Chapter 6 is the final and includes conclusion, trustworthiness of the study and author’s 
evaluation of thesis writing process.  
 
6 Conclusion 
The aim of the research was to find out how Russian tourists use Instagram, what influ-
ences their decision – making process and which Instagram features they find the most 
helpful regarding traveling. Moreover, how tourism companies use Instagram as a market-
ing tool and what are the biggest challenges. Consumer behavior, motivations and deci-
sion – making process were discussed in chapter 2, followed by deep introduction into In-
stagram, its key features and content creation. Research was conducted and received 
data was analyzed, suggestions on how companies can overcome key challenges were 
provided.  
 
The results showed that companies have many challenges and do not know how to reach 
their goals on Instagram, therefore based on survey’s data author created a table with 
participated companies’ challenges and suggestions for further development. 
 
Surveys were anonymous and voluntary, participants’ were not bond to any contract and 
therefore, were free to stop at any point. No harm was done by these surveys and all the 
participants were given necessary information about the research, as showed in Appen-
dix. Therefore, the research was ethical.  
  
Most crucial suggestions included information on how to increase brand awareness and 
visibility, how to reach more followers and how to overcome budget limitation. Moreover, 
what to do with lack of knowledge and how to create engaging content were mentioned in 
suggestions part. 
 
To conclude, both Gen Z and Gen Y living in Russia are active Instagram users and value 
visual part of the app, influencers do have power over their decision – making process, 
therefore companies should consider doing paid advertisements and collaboration with in-
fluencers. This will help them to gain audience and increase brand awareness.  
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The thesis process started in the end of January and was finished in the end of May, 
which makes the recommended period of 4 months. The topic was chosen due to author’s 
own interest in Instagram influence on tourism field. This research was not commissioned 
by any company, because author wanted to create a guide for any tourism organization to 
use. Thesis writing process was with no serious challenges, except for limitation of 
sources, because not all needed books could be accessed online and libraries were 
closed due to coronavirus. It was rather easy to receive data for the target group as 
mostly survey was distributed online.  
 
Strengths  
 Relevant topic in tourism industry 
and author’s career development 
 
 Specific target group was re-
searched 
 
 Enough data gathered for target 
group research 
 
 Thesis done in recommended time 
period 
 
 
Weaknesses  
 Lack of knowledge about analysis 
tools 
 
 Not enough data received by com-
panies 
 
 Changed research method for 
gathering data from companies 
due to coronavirus situation 
Opportunities  
 This is a wide topic and Instagram 
is changing fast, therefore there 
are opportunities for future re-
search towards other target groups 
and deeper research. 
 
 
Threats 
 
 
 Other researches were conducted 
on similar topics, therefore some 
information could be crossing. 
 
  
Above author presented SWOT analysis of the thesis.  
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Appendix 1 – Survey for Russian tourists 
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Table 2. Responses for question 8 on what influenced the destination choice.  
 
 
Family lives there 
 
Price 
 
Spontaneous decision  
 
Friend lives there 
 
Budget 
 
Concert of favourite band  
 
Personal interest 
 
Language course 
 
Football team 
 
The best place to travel to in September  
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Table 3. Responses for open-ended question on Instagram benefits for companies. 
 
More people around the world get information about the sights of our island and get to 
know about our travel agency. 
 
Especially in the travel industry is a vital part of "travel journey", during inspiration 
 
It is too early to talk about benefits, because we just started using Instagram.  
 
Visibility, connection with people, marketing tool, good window overall to what we offer 
 
Brand awareness, customers see that managers are ready to communicate.  
 
Creates desire (at tour operators and their clients) to think about Finland as a 
destination and possibly of our company as the provider of it 
 
Creates desire (at tour operators and their clients) to think about Finland as a destina-
tion and possibly of our company as the provider of it 
 
It's a good way to promote our region for the tourists and show different places our city 
has to offer. It's also a channel of good feeling and interaction with our followers easy 
going. 
 
Overall knowledge 
 
 
Table 4. Responses for open-ended question on Instagram usage challenges for compa-
nies. 
 
Reaching out to more followers and getting 10000 followers. 
 
Huge competition 
 
At the beginning everything is complicated from understanding of how Instagram works 
to content creation 
 
Regularity, quality of content, reactivity 
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Lack of knowledge 
 
Resources (time and money) 
 
The key challenge is to determine the purpose of the channel. How does it differ from 
our other social media channels. For what do we use feed and stories. 
 
We do not have resources to manage it 
 
